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论 文 摘 要 
近年来我国的保险业取得了飞速的发展。从总保费收入来看，中国已经是亚
洲第三大、世界第十一大保险市场了。随着保险市场的成长，非寿险公司已经超

















































In recent years， the insurance market of Chinese developed at a very fast speed. 
According the gross premium， Chinese insurance market ranked third in Asia and 
eleventh in the world. Along with the growing of the market， more than 45 non-life 
insurance companies established. On the contrast， there was only 1 company at 
earlier 1990s. Because Chinese insurance market is deep undeveloped， there isn’t 
significant market segmentation. Nearly all the non-life insurance company congested 
the lower level market. Price war is unavoidable. Most of them got deficit because of 
over-competition. 
This paper is a study on PICC Xiamen Branch which the author is working for. 
The major aim of the author’s research is to help PICC Xiamen Branch to escape 
from over-competition. On the basis of analyzing the company’s operating 
environment， the author made market strategies by market planning. The paper is 
divided into five chapters.  Chapter One introduces the basic research background， 
research significance，research method and research framework. Chapter Two reviews 
the evolvement of marketing of non-life insurance company both overseas and 
domestic， located the stage of domestic marketing of non-life insurance and its 
future trend. Chapter Three analyzes the environment and the status of PICC Xiamen 
Branch’s daily operating with SWOT analysis. Chapter Four is the major part of the 
paper. It makes market segmentation for sub-markets of all non-life insurance 
business lines. It also make certain which segmented market is suit for PICC Xiamen 
Branch according to the concrete situation of the company. In Chapter Four， the 
author makes strategies for PICC Xiamen Branch to help it to attain its marketing 
goal. Chapter Five raises some issues need to be considered when PICC Xiamen 
Branch apply the marketing strategies. 
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个新兴的朝阳产业，近十几年来保险业保持着平均高于 GDP 增长率 2到 3倍的速
度成长。根据瑞士再保险公司的 Sigma 报告， 2006 年全球保费收入达到 37234
亿美元，其中人寿保险为 22093 亿美元，非寿险(包括财产保险， 意外伤害保险













北美 12583 8.67 3804 
日本及亚洲新兴工业化经济体 6436 10.74 3033 
西欧 14288 9.04 2829.5 
中国 708 2.7 53.5 
资料来源：瑞士再保险公司 sigma2007 年第 4期。 
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争的主体（保险公司）数量已经由 90 年代初中国人民保险公司一家增加到 100






迅速发展到占据 20%到 30%的市场份额，是主要的受益者。 
 
表 1-2：2004—2007 主要中资财险公司市场份额的变化 
公司 2004 2005 2006 2007 
人保股份 58.09% 51.47% 45.12% 42.46% 
太保财 12.32% 11.27% 11.47% 11.23% 
平安财 9.46% 9.89% 10.67% 10.28% 
中华联合 5.83% 8.12% 9.53% 8.78% 
大地财产 1.36% 2.98% 4.00% 4.81% 
其他 11.73% 14.96% 18.00% 21.29% 
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